CHAPTER FIFTEEN: KEY CONCEPTS


ADVERTISING & sales promotion
KEY DECISIONS:
1. Who the target audience is

2. What kind of advertising to use

3. How to reach customers (types of media)

4. What to say to them (copy thrust)

5. Who will do the work, internal or outside agency

OBJECTIVES & DETERMINING ADVERTISING NEEDS:
Product Advertising:  Tries to sell a product to final users or channel members.

Institutional Advertising:  Promoting an organization’s image, reputation, or ideas.

Advertising / KNOW, LIKE, REMEMBER

Pioneering:  Develop primary demand for a product category, rather than brand. 

Competitive:  Develop demand for specific brand. Direct NOW/Indirect LATER

Comparative: Specific brand comparisons using actual product names.

Reminder: Designed to keep the product’s name before the public.

Cooperative Relationships / Coordination
Advertising Allowances: Price reductions to firms further along the channel to encourage them to advertise or promote the firms products locally.

Cooperative Advertising: Cost sharing between producers & middlemen (such as dealers) to help wholesalers & retailers compete in local markets.

ADVERTISING TYPES OVER ADOPTION PROCESS STAGES:
Awareness: Teaser Campaigns, Pioneering Ads, Slogans, Announcements

Interest: Informative or Descriptive Ads, Image/Celebrity Ads, Demo Benefits

Evaluation & Trial: Competitive Ads, Persuasive Copy, Comparative Ads

Decision: Direct-Action, Point-of-Purchase & Price Deal Offer Ads

Confirmation: Reminder Ads, Informative “Why” Ads

Variables in Choosing the Best Medium:  1) Promotion Objectives, 2) Desired Target Markets, 3) Advertising Funds Available, and, 4) Nature of the Media: who they reach, what frequency, what impact, and at what cost.
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